








— SHORT CALLS 



RJR gift ‘registers’ with group 


Bill Davenport (left), national manager - trade relations, rings up '25' on the antique gold 
cash register that R.J. Reynolds presented to the National Association of Convenience 
Stores to mark the trade group's 25th anniversary. Kerley LeBoeuf (right), president of 
NACS, joined Davenport and other representatives Of suppliers and the convenience store 
industry for a ribbon-cutting ceremony recently at the new NACS headquarters building in 
Alexandria, Va. The cash register is displayed In the lobby of the new building. 


ASR Phillips gives his all 
for customer’s campaign 


Reynolds Tobacco sales reps always 
"give their all" for their customers, 
and ASR Gregory Phillips of the West 
Houston division recently proved it. 
For any rep who has ever felt like 
asking a customer, “So what do you 
want — blood?" Phillips' experience 
shows that sometimes the answer is 
“Yes!" — literally. 

West Houston Division Manager 
K.N. Wadia received the following 
letter from Lindy Rydman, office 
manager for Spec's Liquor Stores: 


“(When) our company held its 
semi-annual blood drive, Gregory 
was here at the time and, as he has 
done before on another occasion, he 
signed up and donated a pint of 
blood. Through his donation, our 
company was able to meet its quota 
of 32 donations. These 32 donations 
have the capability of helping over 
60 people. Gregory truly gave the gift 
of life and as his supervisor, I wanted 
you to know of this unselfish act.” 


Association 
gives award 
to Angiuoli 

Ralph Angiuoli, executive vice 
president - sales of R.J. Reynolds 
Tobacco Company, has been honored 
as a tobacco industry leader by the 
New Jersey Association of Tobacco 
Distributors. 

The trade group presented Angiuoli 
its Hardin E. Goldstein Memorial 
Award at its annual convention Sept.27 
in Kerhonkson, N.Y. The award is 
presented annually to a person who 
exemplifies the qualities of leadership 
and service to the tobacco industry. 

In accepting the award, Angiuoli 
praised the efforts of all sales peo¬ 
ple in the industry, particularly the 
RJR sales force. “In honoring me, 
you are also honoring a profession 
of dedicated individuals who work 
with confidence and determination," 
he said. 

Smotherman named 
‘Supplier of Year’ 

Regional Sales Manager J.L. 
Smotherman of the Birmingham, Ala., 
region has been named "supplier of 
the year" for 1986 by the Food Distrib¬ 
utors of Alabama. Smotherman was 
chosen by the board of the trade as¬ 
sociation to receive the Tom Graves 
Award, named for a former leader of 
the group and presented annually to 
an outstanding associate member. 

Smotherman has served as vice 
president of the Food Distributors 
since last year and will continue to 
hold that post in 1987. He has been a 
member of the group’s board of direc 
tors, has served on numerous com¬ 
mittees and was director of the 
association’s annual convention in 
1985 and 1986, 
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MEMO- 

From the Executive Vice President - Sales 


Your contributions 
made this a great year 

With a good effort in these final selling days of 1986, I'm confident that we 
will achieve our quarterly volume goal, as we have each quarter this year. Our 
national volume goat will be met as well. Congratulations and thank you for 
your contribution, which made 1986 a great year for our company! 

There were a lot of opportunities to be successful, and you took advantage 
of them all. You prebooked product by the trailer load and applied coupons in 
record numbers in support of our major brand volume promotions and our 
heavy-up Doral and Century promotions. 

You pursued a relentless course in building our Doral business, selling 
Doral Savings Centers and counter displays against tough competition in the 
savings segment category. You supported our core brands with package pro¬ 
motions, the NFL promotion and a variety of free-pack offers, 

You made a tremendous impact with full-scale Flex installations in major 
chains, and you placed a record number of overhead package merchandisers. 
You never let competition get a lasting foothold, and I know how hard they are 
trying, 

On top of all that, you conducted business as usual. You continued to 
maintain distribution and kept our inventory levels up where we want them. 

You took good care of our vending, military and institutional accounts. 

In a few weeks, you will meet with your regional managers to discuss 1987 
plans and some important changes in our operations. The meeting will focus 
on our strengths as a company and on our individual strengths. 

As I look back on your achievements this year and ahead into 1987,1 see a 
very strong sales force. I see a confident sales force, united in our ability and 
determination to be the best. 1 am proud of what I see, and I am very proud of 
all of you. 

On behalf of Yancey Ford, Ron Beasley and Tim Sullivan, I extend to you 
and your family our sincerest best wishes for the holidays. 

Sincerely, 


Ralph Angiuoli 
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New reps taking new first STEP 



Cameraman Hon Snipes checks his focus while Larry Chance (left, in background) of the 
audio-visual department goes over the STEP video script with actors Mary Beth Thacker 
and Bob Childers, who portray a sales rep and a store manager. 


New sales representatives have 
begun taking a longer first STEP into 
their careers at R.J. Reynolds Tobacco 
Company, with the recently completed 
revision and enhancement of the 
Sales Training Entry Program (STEP). 

“We feel that the new STEP program 
will give the field sales force the vehi¬ 
cle that it needs to bring new people 
up to speed as rapidly and as effec¬ 
tively as possible in today’s complex 
and demanding sales environment," 
says Greg Young, training and 
development manager - sales. 

New reps will not be the only 
beneficiaries of the STEP revisions, 
Young notes, 

“The new program is also designed 
to serve as a resource for experienced 
reps to use. For anyone who needs a 
refresher on any facet of the sales 
job, the new STEP materials will pro¬ 
vide the most current information 
available on any subject." 

The old STEP program had been 
continuously updated since it was 
introduced in 1978, Young says. But 
because of rapid changes in the com¬ 
pany, the tobacco industry and the 
retail environment, the program was 
due for comprehensive revision, he 
explains. 

"Good training is a tradition with 
RJR sales. We want to be sure that 
our reps continue to be the best- 
prepared in the industry — that they 
have the background they need to 
perform at the high level that we and 
our customers expect.” 

The new training program is 
longer — 12 to 16 weeks, compared 
with 9 to 12 weeks for the old 
STEP — and more comprehensive 
and detailed, because of the growth 
in the sheer volume and complexity 
of information that new reps need 
to learn, Young says. 

The new STEP also is designed 


to bring new reps to a higher level of 
skill and competence more quickly, 
to help them meet the increasingly 
challenging demands of the job. 
Young adds. 

The STEP revision has been under 
way since the first of the year. New 
printed materials number 550 pages, 
including the rep's program manual, 
a workbook of question-and-answer 
exercises and a guidebook for trainers. 

For the new STEP program, eight 
live-action videos were written and 
produced. The subjects of the videos 
are the company and the tobacco in¬ 
dustry, smoking and health, market¬ 
ing, sales rep accountabilities, sales 
call procedures, package merchan¬ 
dising, carton merchandising and 
direct accounts, special markets 
and vending. 


In several of the videos, profession¬ 
al actors portray sales reps, store 
managers and other characters. The 
videos were taped by company crews 
at locations around Winston-Salem, 
including the company’s “store,” a 
room in the basement of the Reyn¬ 
olds Building where RJR fixtures and 
products are used to create a realistic 
retail setting. 

"Doing the videos has been a real 
challenge,” Young says. "We wanted 
them to be memorable and effective 
training tools utilizing the latest in 
adult training techniques, including 
role plays and in some cases, bits of 
humor." 

Because videos cannot be updated 
like print materials, part of the chal¬ 
lenge was to produce videos that 
would not become outdated within a 
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few months, Young adds. Thus the 
videos often portray a topic in a 
general way, and advise the new rep 
to consult his trainer or the print 
materials for the latest information. 

Video production began in March 
and was completed only a few weeks 
ago. Distribution of the new videos 
began last month. 

The major change in the overall 
STEP program is the division of the 
training into seven distinct phases, 
Young says. 

The phased approach organizes 
the training and gives the trainer the 
flexibility of tailoring the sequence 
of the material and the emphasis 
placed on each subject to the special 
requirements of a particular division 
or assignment, once the basic phase 
is completed. 

Other major changes include the 
addition of a whole phase of training 
in Professional Selling Skills (PSS) as 
part of the STEP program. Previously, 
PSS was handled as a separate train¬ 
ing program that a rep might not 
receive until his second year with the 
company. Now PSS training will be 
given to every rep within three to nine 
months of employment, Young says. 

The STEP program begins with a 
“basic training" phase of three to four 
weeks devoted to instruction in call 
procedures, the operation of the 
hand-held computer, rep accountabil¬ 
ities, the six steps of systematic sell¬ 
ing and other fundamentals. The basic 
phase and several others include an 
opportunity for extra instruction time, 
if the trainer feels it is needed, Young 
notes. 

The basic phase is followed by two 
two- to three-week phases on package 
and carton merchandising, including 
compliance contracts and handling 
non-compliance situations, New reps 
also learn about competing cigarette 
makers’ contracts “so they will know 
exactly what they are selling against,” 
Young says. 

A one-week phase on the Individu¬ 


alized Merchandising Service follows, 
to give the new rep a broader under¬ 
standing of cigarette profitability, 
marketing and merchandising so he 
can begin planning detailed presen¬ 
tations to retailers. 

A week of PSS training is techni¬ 
cally Phase 7, but can be taught any 
time after the first four phases, The 
concept taught is “needs-satisfaction 
selling, 1 ’ in which the rep identifies a 
customer’s need and matches it with 
a Reynolds Tobacco product with a 
feature or benefit that satisfies that 
need. Video has also been added to 
the PSS program, Young explains. 

In Phase 5, a rep spends two weeks 
working intensively with the trainer, 
preparing work plans and setting goals 
and priorities for his or her assign¬ 
ment. A personal performance plan 
targets objectives for improvement, 
based on the trainer’s observation of 
the rep’s performance. 

In the final one- to two-week phase, 
reps with accountability for direct, 
special or vending accounts get more 
detailed training in those areas. 

At every phase of the training, the 


role of the trainer is all-important, 
Young emphasizes. 

“We can provide the factual mate¬ 
rials, and the trainer's manual offers 
some ideas on how to organize a sys¬ 
tematic learning process. But we rely 
very heavily on the expertise and the 
experience of the trainer. Basically, 
we are asking the trainer to show the 
new rep what he knows." 

Virtually every department of Reyn¬ 
olds Tobacco has been involved in 
the STEP update project. The result 
thug is not only a training program for 
new reps, but also a resource that 
experienced reps can use to refresh 
their knowledge of the company and 
their sales skills, Young says. 

“Feedback from the field will be 
essential in keeping the program 
updated and in tune with the needs 
of the field,” Young says. "The initial 
reaction has been very favorable, 
so far. 

“I really enjoyed working on the 
STEP revision,” Young says. “It’s 
exciting when you know you’re doing 
something that has such a definite 
impact on sales training in the field” 



Greg Young, training and development manager - sales, reviews the new STEP video that 
will supplement printed materials on call procedures. 
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Trainers, new reps like phased approach 


“I have really enjoyed my training,'’ 
says Dan Morris, a sales representa¬ 
tive in the Mobile, Ala., division and 
one of the first graduates of the up¬ 
dated STEP training program. 

“I’ve learned a lot and I’ve still got 
a lot to learn, but I feel like I'm learn¬ 
ing the job right, from the beginning,” 
says Morris, who worked as a part- 
time sales employee for almost a 
year before joining the full-time field 
sales force about four months ago. 

Bill Roth, assistant division man¬ 
ager in the Mobile division and Mor¬ 
ris’ trainer, is as enthusiastic as his 
pupil about the new STEP program. 

"I'm really excited about the new 
STEP," says Roth. Morris is the first 
rep Roth has trained using the re¬ 
vised program, which was sent to the 
field last summer. 

"The new program is totally up- 
to-date, and the phased structure 
allows a lot of flexibility in adapting 
the training to each person's needs," 
Roth says. 

Morris and Roth agree that one of 
the strengths of the program is the 
time it allows for the fledgling rep to 
try his wings in the field, putting his 
training to work immediately in calls 
with the trainer and alone. 

"STEP gives you the background," 
Morris says. "You read the materials, 
see the videos, work on the exercises 
and then you go out there and apply 
what you've learned — and that’s 
when you really learn it. 

"Sitting in class is totally different 
from going out there and doing the 
job," Morris adds. "I learn from watch¬ 
ing Bill make calls and I learn from 
making calls with him, but I learn the 
most when I make calls by myself." 

"It’s a step-by-step process," Roth 
explains. “You lay a good foundation 
and then you build on it.” 

Roth says the new STEP program’s 
approach of evaluating the new rep's 
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performance and planning ways to 
make needed improvements after 
each phase of training is more effec¬ 
tive than the previous format of mid¬ 
term and final exams on training 
material. 

"At the end of each phase, you 
check off the areas covered, identify 
the trainee’s development needs and 
work out a plan of action for him to 
follow to meet those needs,” Roth ex¬ 
plains. “Instead of sitting in the office 
taking tests, he's out there working in 
the field, using what he's learned and 
improving his skills.” 

Morris says he learns a lot from 
watching how Roth operates in the 
field. He adds that he is looking 
forward eagerly to the last phase of 


his STEP training, a week of instruc¬ 
tion and practical application of 
Professional Selling Skills (PSS), to 
be taught early next year to a small 
group of new reps from the Birming¬ 
ham, Ala., region. 

"I think it's a good idea to make PSS 
training part of STEP,” Roth says. 

“It’s beneficial for new reps to learn 
PSS early, and for them to get together 
and share problems and learn from 
each other's experiences.” 

“I want to learn all the selling skills 
I can, as soon as possible, while I’m 
still new," Morris says. “Why get into 
bad habits if you can learn it the right 
way from the start? I just want to keep 
on learning — it’s always a new chal¬ 
lenge, and that's what I really enjoy.” 



Trainer Bill Roth, assistant division manager In the Mobile, Ala., division, shows new Sales 
Representative Dan Morris the finer points of merchandising a floor display. 
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Sales force 
can help find 
missing kids 

Sales Merchandiser is 
joining The Missing Children 
Network in the nationwide ef-, 
fort to locate missing children. 
With thousands of pairs of 
"eyes on the street," all over 
the United States, every work¬ 
ing day, the field sales force 
of R.J. Reynolds Tobacco 
Company can make a contri¬ 
bution to this program. These 
picturesare furnished courtesy 
of The Missing Children Net¬ 
work. If you have information 
about a missing child or need 
help to locate a missing child, 
please call 1-800-235-3535. 



Tania Murrell Brandon Leach Debra Cole 

A 9 e: 10 Age: 11 Age: 17 


Since you asked 


More and more retailers are com¬ 
plaining that we are refusing whole 
shipments of coupons when only 
a couple of coupons are question¬ 
able. Is it possible to refuse just 
questionable ones? 

Our coupon terms state: "The 
coupon shipments shall be considered 
as a whole, and there will be no partial 
payments." If any portion is consid¬ 
ered improperly redeemed, the entire 
shipment is considered improperly 
redeemed. We find that retailers are 
less likely to send in unacceptable 
redemptions if they risk losing pay¬ 
ment for the entire shipment. 


Why don’t we use flathead screws 
on the joining plates that secure 
our new package merchandisers 
together? With flathead screws, 
the merchandiser would sit flat on 
the counter. 

Good point. This recommendation 
will be incorporated into our next 
production run of these fixtures. 

Does the advertising department 
have a program to check on the 
placement of billboards? In my area, 
It seems that the competition has 
the prime locations. Ours seem to 
be in secondary locations. 


Our media services department 
purchases and checks on all RJR 
outdoor advertising. Five representa¬ 
tives from media services are assig ned 
regionally. Their job is to check vari¬ 
ous markets for service and place¬ 
ment of outdoor advertising. Media 
services welcomes comments from 
field sales to help locate and correct 
problems with billboard advertising. 

Would It be possible to incor¬ 
porate Tru-Check into the Sales 
Information System (SIS) to allow 
for faster changes regarding 
placements? 

The reasons we do not incorporate 
Tru-Check into SIS completely are: 

* Tru-Check and the vendors sign 
a separate contract. RJR only 
sponsors the Tru-Check service, 

• The information that Tru-Check 
provides the vendor deals with all 
cigarette manufacturing, and 
therefore is confidential. 
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— VOLUME WINNERS 


Salt Lake City 
salting away 
extra volume 



Camel sign* placed by ASR J. F. Brownlee cover Smoke Signal Smoke Shop In Salt Lake City. 


Sales figures are great around the 
Great Salt Lake, as Salt Lake City 
division reps salt away new volume 
for RJR at every opportunity. 

Area Sales Representative B.L. 
Baird sold the nine-store M&W Mar¬ 
kets chain on replacing their down- 
aisle shelves with Flex, replacing 
B&W package fixtures with RJR 
units and installing Doral Savings 
Centers to replace Philip Morris 
fixtures. 

Area Sales Representative J.F. 
Brownlee Jr. sold the Smoke Signal 
Smoke Shop on self-service mer¬ 
chandising with 24 feet of Flex, in¬ 
cluding a four-foot savings section, 
and a nine-sided package merchan¬ 
diser to replace a B&W spinner. 

Area Sales Representative W.E. 
Schultz sold the five-store Paul's 
Markets chain on Flex and universal 


package merchandisers and Doral 
Savings Centers in all locations. 

Area Sales Representative D.S. 
Thalmann sold the 10-store Dove's 
Happy Service chain on Flex and 
centralized package merchandisers 
for all stores. 

Area Sales Representative G.D. 
Tripp sold the K-Mart store in Rock 
Springs, Wyo., a 1,000-carton multi¬ 


brand floor display and a 60-carton 
Century display. 

Sales Representative J.A. Har- 
baugh sold three Winegar Market 
stores on Flex merchandisers, nine¬ 
sided centralized package merchan¬ 
disers and Doral Savings Centers. 

Area Sales Representative A.B. 
Self sold the Trading Post Indian 
Store in Pocatello, Idaho, a 40-case 
multi-brand display. 


In the Mid-Western sales area 

‘Recognition Night’ honors chain managers 


Chain account managers in the 
Mid-Western sales area were honored 
for their sales achievements recently, 
at the second annual Recognition 
Night event, held in St. Louis, Mo. 

Outstanding accomplishments in 
carton and package merchandising, 
Doral sales promotion and PDI were 
submitted by the chain account 
managers. Plaques were presented 
to the winners in each category, and 
runners-up in each category received 
certificates. 

In carton merchandising, R.V. 
Calderon of the St. Louis chain and 
J.A. Geeting of the Milwaukee, Wis., 


chain were named winners. Calderon 
sold Schnucks Supermarkets, the 
biggest grocery chain in St. Louis, on 
installing Flex units in all 60 stores 
that had used B&W fixtures. Geeting 
replaced Philip Morris fixtures with 
Flex in the 6l-store Kohl Foods chain. 
Runners-up were G.L. Albers of the 
Indianapolis chain and S.R. Bremer 
of the Minneapolis chain. 

D.J. Crees was the winner in the 
package merchandising category. 
Crees replaced B&W four-sided spin¬ 
ners with RJR six-sided fixtures in 
65 Eagle Supermarket locations. 
Runners-up were Albers and Calderon. 


Bremer captured the top spot in 
Doral sales promotion by achieving 
distribution on Century and Doral 
in Target Stores, with 252 locations 
nationwide. S.R. Qualkinbush of the 
Kansas City, Kan., chain and Geeting 
were runners-up. 

Qualkinbush was the winner in the 
PDI category. He convinced Finaserve 
Stores, with 56 locations, to use pole 
mount, ground mount and super 
ground mount signs to advertise a 
store promotion on package pur¬ 
chases. Albers and Geeting were 
runners-up. 
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VOLUME WINNERS 


RJR fares well in Ohio 


RJR fared well this year at the Ohio 
State Fair, thanks to the efforts of 
Floyd E. Cook and Tom W. Martel, 
area sales representatives in the 
Columbus, Ohio, division. RJR was 
the only tobacco manufacturer al¬ 
lowed to place promotional materials 
and merchandising fixtures at the fair, 
the largest state fair in the country 
with 3.5 million attending this year. 

Cook and Martel placed 23 wall 
mounts, five Winston clocks, five 
Salem toppers, five modular counter 
displays, five Doral continuous counter 
displays, five Century 30-pack dis¬ 
plays and three package fixture signs 
at the fair. An average of 648 packs of 
RJR brands were sold each day of 



Prominent Winston signage was placed by 
ASR T.W. Thomeraon lor Texas Nationals 
Winston drag races in Ennis, Texas. 



ASRs Floyd E. Cook and Tom W. Martel 
secured a strong presence for RJR at the 
Ohio State Fair in Columbus. 


the 17-day event, an increase of 15 
percent over 1985. Doral sales alone 
totaled almost 100 cartons. 


RJR brands got the jump on the 
competition at the Texas Nationals 
Winston drag races at the Texas 
Motorplex in Ennis, Texas, Sept. 25-28, 
when Area Sales Representative T.W. 
Thomerson secured exclusive distri¬ 
bution for 25 brands at the event. 

Thomerson installed nine nine- 
column and nine 11-column fixtures 
at the concession stands, and 60-pack 
displays at each checkout. Each of 
the five concession stands also had 
a Winston clock, two Winston wall 
mounts and two metal signs. 

The 81,000 fans who came to the 
races also were welcomed by 30 Win¬ 
ston drag race banners, 26 ground 
mounts, 10 pole mounts and 50 other 
pieces of RJR promotional material. 
The event generated sales of about 
300 cartons of Winston, Salem, 
Camel, Vantage, NOW and Ritz. 


Three fairs 
boost volume 
for company 

With "fair” skies and sunny volume 
figures, the West Cleveland division 
created a favorable climate for RJR 
sales and eclipsed the competition in 
northeast Ohio this fall. 

Sales Representative Susan 
Glassner obtained exclusive distribu¬ 
tion and promotion for RJR products 
at the Cuyahoga County Fair, which 
was attended by 286,425 people, and 
sold more than five cases of cigarettes. 

Area Sales Representative Patricia 
Nevins also secured exclusive RJR 
distribution and promotion for the 
Lorain County Fair. Attendance totaled 
247,483 people and four cases of 
product were sold. 

Area Sales Representative Mari¬ 
anne Habowski gained exclusive 
RJR distribution and promotion at the 
Medina County Fair, attended by 
about 140,000 people. Three cases of 
cigarettes were sold. 

Each of the three fairs also has 
agreed to exclusive RJR presence 
in 1987. 

Syracuse scores 
added volume 
with Doral drive 

The Syracuse, N.Y., division pushed 
hard and saw results. The division pul 
on a special Doral carton campaign 
recently and increased Savings 
Center and carton-display locations 
by 48 percent. In addition, the share 
of market increased and the average 
monthly case shipments increased 
by 140 cases. 


Thomerson wins at Texas races 
with distribution and promotion 
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— VOLUME WINNERS 



ASR J.M. Flynn sold Bud’s Deep Discount drugstore In Indianapolis on soll-ssrvics 
merchandising concept, using Flex and other RJR fixtures. 


Flynn sells self-service idea 


\ Newton has edge 
at Buffalo store 

Gaining a competitive edge for RJR 
at every call is every sales representa¬ 
tive’s goal, and Area Sales Representa¬ 
tive Renee D. Newton of the Buffalo, 
N.Y., division is doing just that. 

RJR enjoys a competitive edge at 
the largest store in Newton’s assign¬ 
ment, Budwey Bells in North Tona- 
wanda, N.Y., which sells 1,500 cartons 
per week. Newton sold two 18-column 
package fixtures at each register, 
with all RJR brands represented and 
occupying 40 percent of the space. 

For brands not merchandised at 
belt-line, Newton provided the store 
with a nine-sided spinner. Each 
checkout has a permanent checklane 
display and the store has a six-shelf 
Doral Savings Center with RJR occupy¬ 
ing 40 percent of the space. 

To merchandise cartons, Newton 
sold the store a 180 Universal with 
two four-foot wraps. 

Labor pays off 
in Doral sales 

A lot of labor on a Doral Labor Day 
promotion paid off in big volume gains 
for the San Fernando Valley, Calif., 
division. At 56 retail calls, 198.5 cases 
were sold. Among the highlights of 
the promotion: 

Area Sales Representative W,R 
Cook placed a 250-carton end-cap 
display at Long s Drugs in Lompoc, 
Calif., and sold a total of seven cases. 

Sales Representative L.L. Miles 
placed an 8.5-case display at the 
Danish-American Farms store in 
Sepulveda. Calif. 

Area Sales Representative D.B. 
Schmerbauch placed a three-case 
display at Rocket Liquor in Canoga 
Park, Calif. 


The Bud’s Deep Discount drug¬ 
store in Indianapolis was originally 
designed lor non-self-service pack¬ 
age and carton cigarette sales, but 
Area Sales Representative J.M. 

Flynn of the Indianapolis division 
sold store management on a new 
way of merchandising. 

Flynn persuaded the store to con¬ 
vert to a total RJR self-service cigarette 
merchandising system. Flynn installed 


an 8x3 Flex carton fixture, a three- 
foot Flex Doral Savings Center, a 
nine-sided spinner and an overhead 
package merchandiser at the express 
checklane. 

The results of RJR merchandising 
know-how have made believers of the 
Bud’s management. Sales have in¬ 
creased steadily over the first three 
months of self-service, from 250 to 
600 cartons per week. 



Three mass Doral displays ware placed In 
Foodland Store In Rich Creek, Va., by ASR 
R.Ft. Griffitts. 


Sales slimmer 
for competition 
in Virginia area 

The competition's sales are 
getting slim in Virginia, thanks to the 
volume-building efforts of Area Sales 
Representative R.R. Griffitts of the 
Roanoke, Va., division — right in the 
heart of “Marlboro Country.” 

Griffitts recently sold three mass 
Doral displays featuring $1-off coupons, 
for a total of 73 cases sold. Griffitts 
sold 1,180 cartons to Foodland and 
1,240 cartons to Super Aid Pharmacy, 
both in Rich Creek, Va.; and 2,000 
cartons to Little Mac’s in Glen Lyn, Va. 
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- PROMOTIONS & APPOINTMENTS 



G.N. Kuruc Jr. has been promoted 
to chain accounts manager in the Cen¬ 
tral Jersey, N.J., chain 
division. 

Kuruc joined the 
company in 1967 as a 
sales representative in 
the Syracuse, N.Y., divi¬ 
sion, where he was 
promoted to area sales 
representative the following year. He 
was promoted to assistant division 
manager of the Beading, Pa., division 
in 1969 and in 1982, he was promoted 
to division manager of that division. 

W.D. Cook has been promoted to 
division manager in the Reading, Pa., 
division. 

‘ f Cook joined the com¬ 
pany in 1979 as a sales 
representative in the 
Winston-Salem, N.C., 
division, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. In 1982, he was promoted 
to assistant division manager in the 
Baltimore division. 

C.A. Fredricks has been promoted 
to division manager in the Rockford, III., 
division. 

Fredricks joined the 
company in 1978 as a 
.; | ?,,« sales representative in 
the Flint, Mich., divi- 
sion, where she was 
™ v promoted to area sales 
representative the fol¬ 
lowing year. In 1980, she was promoted 
to assistant merchandising manager of 
the Detroit chain division and to mer¬ 
chandising manager in 1982. She was 
promoted to assistant division manager 
of the Green Bay, Wis., division in 1982. 
in January 1986, she was promoted 
to division training and development 
manager of the Green Bay division. 





C.J. Doran has been promoted to 
assistant division manager in the Rock¬ 
ford, III., division. 

Doran joined the 
company in 1979 as 
a sales representative 
in the Des Moines, 
Iowa, division, where 
he was promoted to 
area sales representa¬ 
tive the following year. 

F.J. laconetti has been promoted to 
assistant division manager in the 
Bronx, N.Y., division. 

laconetti joined the 
company in 1983 as 
a sales representative 
in the Manhattan, 
N.Y., division, where he 
M was promoted to area 

sales representative the 

following year. 

T.E. Anderson has been promoted 
to special accounts manager in the 
Green Bay, Wis., divi- 

WiCRTB sion. 

Anderson joined the 
■ company in 1981 as 

H a sales representative 

in the Minneapolis 
division, where he was 
f promoted to area sales 
representative the following year. 

Forrey has been promoted to 
accounts manager in the Atlan¬ 
ta, Ga., chain division. 

Forrey joined the 
company in 1975 as a 
sales representative in 
the Miami division, 
where she was pro¬ 
moted to area sales 
representative the fol¬ 
lowing year. 




J.L, Reynolds has been promoted 
to training and development man¬ 
ager in the Tulsa, Okla., 
division. 

Reynolds joined the 
company in 1981 as a 
sales representative in 
the Lafayette, La., divi- 
sion, where he was 
promoted to area sales 
representative the following year. 

R.F. Kane has been promoted to 
sales training and development and 
vending/military man¬ 
ager in the Mid-Continent 
sales area. 

Kane joined the com¬ 
pany in 1977 as a sales 
representative in the 
Worcester, Mass., divi¬ 
sion, where he was 
promoted to area sales representative 
the following year. In 1980, he was 
promoted to area manager - vending of 
the South Boston, Mass., division. 
In 1981, he was promoted to assistant 
division manager of the Albany, N.Y., 
division and in 1983, to division 
manager of the same division. 



Alumni council 
taps McDougald 

Area Sales Representative James 
McDougald of the North Atlanta, Ga„ 
division has been elected to the alumni 
council of Wake Forest University in 
Winston-Salem, N.C. McDougald 
received his Bachelor of Arts degree 
in 1980 from Wake Forest, where he was 
a star running back on the university's 
“Demon Deacons” football team. 

McDougald wiil serve a three-year 
term on the council, the leadership 
body of the un i varsity's 35,000-m em be r 
alumni association. McDougald and 
his wife, Bernadette, have two children 
and live in Lawrenceville, Ga. 
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In fact, it doesn't even bother to slow¬ 
down ! That's not too comforting if your 
division's share of our National Volume 

Coal hasn’t been reached with only a 1 

little time left in 19SB. 

But fleeting time does serve a valuable 
purpose; it keeps your adrenalin flowing! 

So you can sell harder and work faster. 

It’s not too late. There's still time to 
reach vour Volume Coal and earn vour 

SIP check. 
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SIP & VOLUME 

You can't have one 
without the other! 
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